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Abstract 
   Business ethics are the moral principles that apply to all aspects of business environment at individual and organizational level. 
The emergence of large multinationals, with limited relationships and sensitivity to the community, enforced the need for formal 
business ethics. The study addresses basic controversies and perceptions regarding teaching of business ethics and the role of the 
educational system in teaching business ethics. The current s  
the teaching of business ethics to business graduates. This is an exploratory study which is conducted in different business 
schools of Pakistan. The primary data regarding university teach
structured survey questionnaires. Confirmatory factor analysis (CFA) is conducted to check the validity of data and the scale. The 
study found strong motivation among university teachers to incorporate business ethics in the curriculum of various business 
related subjects, in order to build strong ethical characters for our future business leaders and managers. The important findings 
of the study are also discussed in detail as well the applications and implications of the study. 
12 Published by Elsevier Ltd. 
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Introduction 
Being ethical nowadays is more important than it was before, for businesses, government, media and non-
governmental organisations. Nowadays consumers can choose to purchase products from companies that have an 
ethical behaviour. Also, other stakeholders can interact in a positive or negative way with ethical companies. The 
growing global policy on corporate governance, corporate social responsibility, corporate transparency, auditing and 
company financial disclosure demands from organisations a requirement to behave ethically in conducting their 
business activities. Business ethics is not only a business strategy, but also a requirement for most organisations 
worldwide. Due to these reasons it is essential for educational institutions that offer business education, to embed 
business ethics courses in their programme. In a cross-cultural comparison study in four countries, Carroll (1999) 
concluded that although the main interest of shareholders is getting maximum return on their business, organisations 
are expected to assume their moral obligations. Therefore a guideline on the ethical perceptions for educators, 
managers, government officials and other relevant parties is suggested. 
Several debates can be identified regarding teaching business ethics. What are the best pedagogical tools used to 
teach business ethics? Is there a standardised or a generic model of courses? Do economic, political and government 
backgrounds, social and cultural requirements influence different ways to teach business ethics? What is the 
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difference in teaching business ethics in a developed country compared to a developing country? This paper 
addresses the perceptions of university teachers with regards to teaching business ethics to business graduates. This 
paper also highlights how building strong ethical character becomes an essential requirement for business leaders 
and managers. 
 
2. Literature Review and Context  
 
The question about integrating business ethics into the curriculum and what the school member s attitudes 
towards ethics courses are, have been debated for many years by academicians (Bean and Bernardi, 2007; Crane and 
Matten, 2004; Jakobsen et al., 2005; Lin, 1999; Wright and Bennett, 2011). In a business environment with 
increased competition, organizations can create and maintain their reputational capital by adopting an ethical 
behaviour. Business ethics are the moral principles that apply to all aspects of business environment, at individual 
and organizational level. In this context, education on business ethics has an important role in forming or developing 
abilities (both intellectual and moral) in young people who will become future managers of organizations. We aim to 
identify the teacher s` perceptions of the role of educational systems in teaching business ethics. 
2.1 Recent Trends in Ethics 
In a study on MBA courses, Christensen et al. (2007) maintain that the number of standalone courses on business 
ethics increased five times between 1988 and 2007. lied ethics that 
the 
Financial Times conducted a survey of the top 50 business schools in 2006, the same authors state that the courses` 
focal point is the organization s actions and conduct in society and their role in minimizing the impact of the activity 
on the environment or future generations. On the other hand, Wright and Bennet (2011) analyse the extent of 
diffusion of business ethics, CSR and sustainability in the MBA`s curricula. Their findings show that business ethics 
has achieved the highest rate of penetration (about fifty per cent of the researched sample) compared to CSR and 
sustainability.  
2.2 Ethics and Corporate Social Responsibility  
A major 2008). In 
his study, Wood states th
In this sense, literature is abundant with research on CSR (Ali et al., 2010a; Ali et al., 2010b; Ali et al., 2011 and Ali 
and Zia, 2011; Anghel et al., 2011; Aras and Crowther, 2008; Bhattacharya et al., 2008; Carroll and Shabana, 2010; 
Chiru et al., 2011; Grigore, 2011; Stancu et al., 2011; Wagner et al., 2009). The most cited model of corporate social 
responsibility is Carroll`s pyramid, which describes four dimensions of CSR, where the ethical responsibilities are 
situated above the legal responsibilities and below philanthropic responsibilities (Carroll, 1991). However, more 
recently Carroll expanded the pyramid model towards three overlapping circles - economic, legal and ethical 
responsibilities (Carroll and Schwartz, 2003), to eliminate the confusion and misinterpretation that the top of the 
pyramid is more important than dimensions from the base. In the new model proposed in 2003, the level of 
philanthropic responsibilities, believed to be benevolent, is embedded in the ethical responsibilities; as such 
activities are an example of philanthropic activities motivated by ethical reasons. The ethical and 
(Carroll and Shabana, 2010, p. 90).  
2.3 Business Ethics Education 
On one hand, it is maintained that studying ethics - even though it offers intellectual content and knowledge - will 
not change behaviour of people, as it is argued that our character is formed in early childhood (Hooker, 2003; 
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Rossouw, 2002). On the other hand, scholars suggest that students preparing for a business career need to acquire 
ethical values and conduct in order to apply thes
-Foley and McLaughlin, 2003, p. 280). 
Young and Annisette (2009) bring into debate the limits of utilizing frameworks or models in ethical education, 
(p. 93). Therefore the authors highlight the role of imagination in ethics educations and they argue that literature and 
case studies play a significant part in cultivating imagination. Austin and Toth (2011) conducted a study which 
explores public relations curriculum and how teachers discuss ethics education. They used a content analysis of 
curricula descriptions and webpages of 218 schools in 39 countries, and interviews with 20 faculty members from 
20 different countries. Their findings show that ethics is not delivered as an independent course in public relations, 
and they also suggest that teachers have a different approach to ethics educations, as a result of different cultural 
ethical norms and standards. In this paper, we aim to explore the teachers perceptions` on the way ethics courses are 
delivered in universities in Pakistan. 
3. Research Methods 
This is an exploratory study that examines the perceptions towards teaching of business 
ethics. Primary data has been collected through self administered online structured survey questionnaires. A total of 
271 usable responses were received. The data was entered into SPSS sheet for analysis purposes. Simple response 
scoring, mean and standard deviation techniques are used to analyse data, and interpret/infer useful findings from 
the study. perception towards teaching business ethics is adopted 
from Jakobsen et al. (2005). The instrument contained 19 items designed to gauge the perceptions of faculty 
members towards teaching of business ethics as a subject. The instrument was measured on a 5 point Likert scale, 
ranging from 1 for strongly disagree to 5 for strongly agree. 
 
4. Results and Discussions 
 
    The data collected through structured questionnaires is analysed through SPSS software and simple mean and 
standard deviations are calculated to analyze the s. Table 1 contains the 
data regarding mean, standard deviation and the rate of responses for each item of the scale. The analysis reports 
that the majority (132, strongly agree and 70 agree) of university teachers strongly agree that business ethics should 
be included as part of the curriculum, this item obtaining maximum weightage by the respondents. Similarly 
university teachers are of the view that environmental and ethical responsibility by the firm increases its 
competitiveness in the market, and also results in more profitability. They also believe that firms should contribute 
towards social development of the community on a voluntary basis to pay back to the society, and build strong and 
long-term relationship with different stakeholders including government, investors, suppliers, employees and 
particularly customers; a total of 102 respondents strongly agree and 84 agree to this perception. From the 
respondents, 131 strongly agree and 62 agree, that without mutual trust between actors, costs due to regulations and 
control will undermine the market-based economy. Table 1 also shows the results of means and standard deviation 
for this study. The results obtained from mean are also quite similar as reported by the numbers of responses 
mentioned in the Likert scale options in Table I. The highest mean is obtained by item 1 i.e. 4.37 with standard 
deviation of 0.85. This item also obtained maximum score of strongly agreeableness by the respondents. The figures 
of standard deviation depict the deviation that can be caused if the data collection process is repeated for the same 
items. Questions like: ethical and environmental responsibility represents competitive advantage, and ethical issues 
should be discussed within all teaching areas also gained means of 4.10 and 3.44 respectively. The university 
teachers also perceive that conducing ethical business also results in good profits with a mean figure of 4.04. The 
results of this study are quite similar to the study conducted by Jakobsen et al. (2005) in the Norwegian business 
schools. The findings are also in line with other studies on this topic like Bauman (1989); Daly and Townsend 
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(1993) and Hosmer (1999). These researches also focused on social and ethical aspect of businesses and illustrate 
that businesses are required to behave ethically for the wellbeing of both a firm and the society.  
 
Table 1: Mean, standard deviation and response rates of the scale  
 
No. Items S.D D N A S.A Mean/St. D. 
1 Subjects like ethics should be included as part of the curriculum 15 45 9 70 132 4.37/0.85 
2  Market forces exempt the actors from ethical responsibilities 41 63 26 67 74 2.15/0.83 
3 The person who knows his teaching subject does not need education in 
ethics 
74 69 37 34 57 1.87/0.71 
4 Ethical and environmental responsibility represents competitive advantage 19 54 7 87 104 4.10/1.15 
5 Ethical issues should be discussed within all teaching areas 33 46 15 78 99 3.44/0.92 
6 ducation in ethics 84 61 27 44 55 1.29/0.67 
7 
considerations 
47 61 25 68 70 2.10/0.74 
8 Violating ethical principles can be accepted as long as they are not in 
conflict with the law  
94 71 21 40 45 1.89/0.71 
9 To behave ethically should be equally important for a manager as making 
money 
35 50 9 85 92 3.72/0.82 
10 Courses in ethics should be offered for teachers and researchers at business 
schools 
52 70 29 63 57 2.18/1.02 
11 It is profitable to behave ethically 29 63 16 67 96 4.04/0.91 
12 All firms should contribute positively to the development of society (in 
addition to paying taxes) 
30 43 12 84 102 3.44/0.92 
13 To secure profitability and jobs, minor violations of the law can be 
accepted 
70 61 20 61 59 2.10/1.33 
14 When Pakistani firms do business abroad it is sufficient to act within local 
norms and laws 
83 76 11 30 71 2.65/1.06 
15 Market economy assumes mutual trust between actors 71 30 06 81 83 2.95/0.93 
16 Pakistani firms cannot afford to take the lead on ethical responsibility 94 61 20 51 45 1.23/1.17 
17 Questions regarding norms and values should not be included in economic 
science 
101 72 10 30 58 1.92/1.03 
18 Without mutual trust between actors, costs due to regulations and control 
will undermine the market-based economy 
11 49 18 62 131 4.07/1.12 
19 I accept that a person shows less ethical considerations in her or his job 
than in private life 
81 67 26 47 50 2.1/0.78 
 
5. Conclusion and Recommendations 
    The study is condu
business graduates, in order to ensure ethical business practices by the future business leaders. The study found 
strong overall motivation of university teachers in Pakistan to incorporate business ethics in the curriculum of 
business schools. The Majority of university teachers are also of the view that ethical and environmental 
responsibilities by the corporations provide them a competitive advantage and results in more profits. University 
teachers determined that firms should also contribute positively for the social development of the community, to 
have strong bonds with customers, to ensure sustainable growth and market share.  The study recommends that 
business schools should take responsibility in teaching business ethics as a compulsory subject so that future 
business executives may have strong ethical competence. In this regard, higher education commission of Pakistan 
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and other policy making institutions in education sector can also play an important role to persuade higher education 
institutions in Pakistan to design and conduct workshops, seminars, and conferences on business ethics, and include 
business ethics in the curriculum of business studies. 
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